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Abstract
According to the 2007 US Census, bowling has one of the highest participation rates in sports.
With 43.5 million participants it ranked 5th in sports/activities behind walking, exercising with
equipment, swimming, and camping, yet it struggles at the professional level (US Census, 2007).
Changes to the format of the Professional Bowlers Association (PBA) have been made in the past with
little success. The PBA is hoping to change that with this new format change which includes team
competition. Team sport spectators are motivated by different factors than individual sport spectators
but there has not been research done on PBA fans. The following study aims to change that. Surveys will
be used to determine whether or not the new format of the PBA is aligned with the motivation of its
fans.
Introduction
The Professional Bowlers Association (PBA) was formed in 1958 and had steady growth for the
first forty years. Since then the PBA has suffered along with the sport of bowling (Professional Bowlers
Association, 2012). A decrease for demand of the whole bowling industry has occurred since the peak of
the PBA. There are fewer events, less bowlers, and overall less money in the sport of bowling
(Professional Bowlers Association, 2012). A disconnect between the way that bowling fans consumed
the sport and the product the PBA put forth could be a cause of this decline. However, actions recently
taken by the PBA may agree with this consumption because the PBA is altering the format of the league.
The PBA is adding team competition to their sport which has mainly been individual competition
before (Bowlers Journal, 2012). This team competition is scheduled to start in January 2013
(Professional Bowlers Association, 2012).This change shows that the PBA is attempting to appeal to
more spectators. The goal of this study is to determine if the the PBA format change aligns the PBA
more with the motives of the PBA fans. The research question to be answered in this study is:
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Are the changes that the Professional Bowlers Association has made to the format aligned with
the motivation of bowling fans?
The motivation behind being a sport spectator can correlate with consumer behavior (Funk, &
James, 2004). Consumer behavior may be the most valuable information for businesses targeting their
customers. Understanding why fans are fans and how this motivates them to be consumers is essential
for sport managers. Fans of professional leagues such as Major League Baseball (MLB) and National
Football League (NFL) could be motivated to consume those sports for similar reasons as fans of NASCAR
or mixed martial arts (MMA), and they could also be motivated by different reasons, which show the
importance of studying consumer behavior.
Each of these leagues uses a specific format which logically would be best for that specific sport.
The format of the league must match the sport. The NFL is played with eleven person teams. I think it is
safe to say that the NFL would not be the same if there were four person teams. Understanding what
motivates spectators of team sports, and spectators of individual sports, and comparing them to the
motivation of PBA spectators may lead an understanding of the path the PBA should take. Kim,
Goldsmith, and Drane acknowledge the need for research in this area, “there is no systematic study that
has been conducted on relationships between sociodemographic variables and fan motivation factors
associated with PBA Tour events. The marketers of the PBA Tour may not have a clear direction guiding
effective use of marketing strategies due to this lack of systematic fan based studies”(Kim, Goldsmith, &
Drane, 2011). Today, bowling is a $10 billion industry and 67 million people bowl at least once per year
(Bowlers Journal, 2012). Understanding what motivates this large industry could lead to serious financial
gains.
Literature Review
PBA History
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Eddie Elias of the Elias Sports Bureau was the founding attorney of the PBA in 1958. It was
created in Ohio and there were 33 total founding members (Professional Bowlers Association, 2012).
The new professional sport league started to flourish and within five years the tournaments netted over
$1 million. Two years later, in 1965, Eddie Elias negotiated the Firestone Tournament of Champions
which had a record prize fund of $100,000. By the end of the 1960s the PBA saw its first tournament in
Madison Square Garden and its first televised perfect game by Jack Biondolillo (Professional Bowlers
Association, 2012). Bowling had gained prominence in the south by the 1960s with the help of Tommy
Tuttle, a self-taught pro who grew the sport (Bowler’s Journal, 2011).
The PBA had steady growth within its first fifteen years and, with the help of the membership in
the regional program, PBA participant membership rose to 1,000 people in 1973. These 1,000 bowlers
are those that participated in the championship events and also the smaller regional events
(Professional Bowlers Association, 2012). In 1975, this regional program had pushed membership to
1,300 people and held 82 tournaments. The PBA continued its rise into the 1980s and saw the first
African-American qualifier for the Tournament of Champions. The 1980s consisted of more firsts for the
PBA: in 1982 Earl Anthony was the first bowler to surpass the $1 million individual earnings mark and
the PBA held its first tournament in Europe. Tom Baker won the title in the AMF Grand Prix in Paris,
France (Professional Bowlers Association, 2012). Also, for the first time, all PBA Tour prize funds were at
least $100,000 during the 1982 season (Professional Bowlers Association, 2012).
The PBA continued this roll into the 1990s. By 1994 there were several bowlers who had earned
$1 million, membership was up over 3,500 and the first arena matches were held (Professional Bowlers
Association, 2012). This is a small change to the format from a spectator’s point of view. Due to low
viewer numbers, 1997 was the first year since 1963 that the ‘Pro Bowlers Tour’ was not aired on ABC
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(Professional Bowlers Association, 2012). This had a major impact on the fans of the PBA. For 36 years
fans were trained to tune into ABC on Saturday afternoons, then in 1997 it was just gone.
The PBA was sold to three former Microsoft executives in 2000 (Professional Bowlers
Association, 2012). Two former Nike sport marketers were made president and commissioner, Steve
Miller and Ian Hamilton, respectively. This new management group helped boost the PBA which had
been on a decline. They worked with ESPN to promote the PBA and saw great results. In 2001, the PBA
started to attempt to change the image of bowling (Sports Illustrated, 2001). There was an 18% increase
in television ratings in 2001, this year also yielded a 25% increase in membership and a 35% increase in
tournament entries. The following year is what appears to be the last year of real growth. Membership
reached 4,000 and the 25th millionaire was made (Professional Bowlers Association, 2012). Changes in
the format of the PBA may have been a cause of the lack of growth.
In 2004, the PBA started using a new exempt field format. This means that there are 64 bowlers
who are exempt and get to compete in every championship. This is good for those 64 who are
guaranteed a check every week but it makes it almost impossible for an amateur to win. In the past the
field was opened up to a larger number of participants and more amateurs were provided with more of
an opportunity to compete. Two thousand nine marked a low for the PBA, all the events for the year
were taped and shown at later dates throughout the year. All these tournaments were shot in a five
week period in one bowling center in Las Vegas (Professional Bowlers, Association 2012). This situation
does not seem ideal, in the past the PBA travelled the country, and this was a way they created fans
(Professional Bowlers Association, 2012). This new format only allows a specific region to be able to
attend the actual events and the fact that the winners for these tournaments will already be known
prior to them airing on TV may decrease the excitement and lead to decreased viewership.
Motivation of sport spectators
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There are two different types of motives that promulgate fandom and create sport consumers: hedonic
and utilitarian (Funk, & James 2004). Hedonic motives are those that deal with experiences and long
lasting emotions. Utilitarian motives have to do with the cost of attendance, the venue, the match up,
the players etc., very circumstantial variables (Funk, & James 2004). Utilitarian motives determine
whether spectators will attend a single event, while hedonic motives lead spectators to become fans.
Understanding these motivations may have implications as to how to conduct business or market to the
fans. This is especially important for customer retention, which correlates directly to a person’s
Customer Lifetime Value (CLV) (Wen, Chen, & Qianpin 2012). Hedonic motives may be the most valuable
to focus on when looking at the PBA. This is a league that may need a reformation. If the hedonic
motives of PBA fans are not being met then the PBA may have an opportunity to restructure itself to
align more with the motives of the fans. Wann has done research on hedonic motives and found eight
factors that lead to sport fandom (Wann, 1995). The eight are factors that lead to sport fandom are
aesthetics, economics, entertainment, eustress, escape, self-esteem, affiliation and family ties (Wann,
1995). Wann has since done additional research and has described these factors (Wann, Grieve, Zapalac,
& Pease, 2008).
The aesthetics motive is derived from an appreciation of the act (Wann, Grieve, Zapalac, & Pease, 2008).
This motive is one that can be seen in any sport. An example of this is figure skating; this sport is a very
artistic sport. Even though golf is not necessarily an artistic sport, golf fans could appreciate a perfectly
executed golf swing, and baseball fans can appreciate a perfect knuckleball. The second motive is
escape. Escape is where spectators seek a diversion from their everyday life (Wann, Grieve, Zapalac, &
Pease, 2008). Sport gives them an opportunity to forget about all the stressors in their lives (Wann,
Grieve, Zapalac, & Pease, 2008).
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Research has shown us that individual sport spectators are motivated by these first two motives
of aesthetics and escape (Wann, Grieve, Zapalac, & Pease, 2008). Frank Deford wrote an article for
Sports Illustrated in 1988. In this article he outlined how bowlers are labeled as everyday people and
that a young girl can record the same score for a shot in bowling as the best bowler in the world (Sports
Illustrated, 1988). The motivation of escape is derived from leaving everyday life, in terms of being a
spectator the best escape from normal life is not to a sport full of everyday people. The point Deford
was making about the girl was the fact that bowling has become too easy. The way the lanes are oiled,
and the technology of the bowling ball can have a huge impact on scoring (Sports Illustrated, 1988). The
easier bowling becomes the less difficult it appears to be. For individual sport fans this takes away from
the aesthetics which is detrimental to the aim of the PBA.
Another motive of sport spectators is economics (Wann, Grieve, Zapalac, & Pease, 2008). This
motive is seen in spectators who aspire to make an economic gain on a sporting event (Wann, Grieve,
Zapalac, & Pease, 2008). There are many fans that are motivated by money, fantasy football has become
a “multibillion dollar-per-year industry” (Dwyer, 2011, p. 375). Dwyer found that while some fans look to
make a dollar or two it is a good thing for the NFL (Dwyer, 2011). Fantasy football has a positive effect
on TV ratings for the NFL (Dwyer, 2011). This economic motivation is not only seen in football or team
sports. Gambling on is prevalent in the world of sport. Industry firms and bookmakers profited between
six and ten million pounds from the 2011 British Open (Sens, 2012).Wagering in college football or the
Super Bowl is an example of this. This may be the least important factor to examine because the
economic gain of spectators is something that is not controlled by the managers of the teams or
leagues.
The fourth motivation of sport spectators is entertainment. Many spectators are involved for
the pure enjoyment, drama and excitement of the game (Wann, Grieve, Zapalac, & Pease, 2008). Fans

PBA FORMAT CHANGE
are entertained by watching their favorite team win or a rival lose (Wann, Grieve, Zapalac, & Pease,
2008). The fifth motivation eustress is seen in spectators who seek excitement and stimulation (Wann,
Grieve, Zapalac, & Pease, 2008). This can be seen in sports like BMX where the athletes are putting
themselves in extremely dangerous situations. The self-esteem motive is prevalent among spectators
that use sport, on purpose or not, as a way to increase self-esteem (Wann, Grieve, Zapalac, & Pease,
2008). The last two motives are similar. Group affiliation is when groups of friends consume sport at the
same time with each other (Wann, Grieve, Zapalac, & Pease, 2008). An example of this could be a group
of friends attending a Bills game opposed to someone going by themselves. Wann states that Family ties
are similar to group affiliations “However, rather than involving a desire to be with others, the family
motive involves the consumption of sport because it provides an opportunity to spend time with family
members (Wann, Grieve, Zapalac, & Pease, 2008, p. 7).
How and why individuals consume sport has societal impacts. Jacobson states that is beneficial
to people to have a fan identity (Jacobson, 2003). Fan identities are also beneficial for sport managers
(Funk, & James, 2004). Funk finds that these eight motivational factors lead to a fan identity, which leads
to an attitude, which leads to consumer behavior (Funk, & James, 2004). The PBA like any sport league
must understand how to get fans to identify with their sport and all of their products. This may cultivate
consumers which has the potential to lead to revenue.
Spectators of team sports
The term fan can mean many different things in certain contexts. Each sport is different,
therefore it attracts a different kind of fan (Wann, Grieve, Zapalac, & Pease, 2008). Sport consumption is
so prevalent that it has become habitual to some people (Humphries, & Smith, 2006). Even geographical
differences can affect what a fan is for the same sport (Seungmo, Andrew, & Greenwell, 2009). A major
piece of the sport industry is made up of team sports. ESPN is one of the major American sport reporting
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companies. On their website out of the six professional sport tabs that visitors are prompted to select.
Five of them are team sports (MLB, NFL, NBA, NHL, and MLS) while the other is NASCAR
(www.espn.com). A study by Sport Business Journal confirms this by saying that the most popular
professional sports among Americans are football, baseball, auto racing, hockey, and soccer (Sport
Business Journal, 2011).
Team identification
Team identification is an example of group affiliation and self esteem within spectators of team sports.
Team identification is an affiliation with a team from which you can derive emotional value and
satisfaction (Lock, Taylor, & Darcy, 2011). Therefore, spectators of team sports tend to affiliate with the
team, and according to Wann they are also likely have a group affiliation or have family ties surrounding
that team or event (Wann, Grieve, Zapalac, & Pease, 2008). The way fans identify with teams is crucial
to trying to discover their wants and needs. Not all sport fans are the same, not even fans of the same
sport identify similarly, and James, Fujimoto, Ross, and Matsuoka (2009) found that American and
Japanese baseball fans differ on levels of team identification. American baseball fans tend to have
higher team identification than Japanese fans (James, Fujimoto, Ross, & Matsuoka 2009). Fink, Trail, and
Anderson (2002) studied factors that affect team identification and he found that vicarious achievement
was the most important factor. This is the effect of self-esteem and empowerment (Finks, Trail, &
Anderson, 2002). “Achieving vicariously refers to the need for achievement that might be fulfilled
through association with a successful other” (Kwon, Trail, & Donghun, 2008, p. 209). The way team
identification affects a fan’s self-esteem is interesting. Ware and Kowalski (2012) found that highly
identified fans are more likely to BIRG and CORF (Ware, & Kowalski, 2012). BIRGing is basking is
reflective glory. An example of this is a football fan wearing their favorite team merchandise after a big
win (Ware, & Kowalski 2012). CORFing is cutting off reflected failure, this is similar to BIRGing in the
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sense that CORFing is exemplified by not wearing team merchandise after a big loss (Ware, & Kowalski
2012).
Sport Tourism
One way team sport fandom is exhibited by sport tourism. Sport tourists are those who are
motivated by sport to travel or where they travel (Kurtzman, 2005). This can include “sport events,
sports resorts, sport cruises, sport attractions, sport adventures, and sport tours” (Kurtzman, 2005).
Researchers found that there are utilitarian motives that affect sport tourism (Wann, Bayens, & Driver,
2004). One such example is ticket scarcity. Purchase intentions increase during an actual or perceived
ticket scarcity to a March Madness game (Wann, Bayens, & Driver, 2004). There are also revenue
implications surrounding sport tourism. Tobar (2006) found that the enjoyment of the advertisement
and other aspects surrounding the Super Bowl increased the purchase intentions of fans, which shows
that sport tourism has a positive effect the consumer behavior (Tobar, 2006).
Sport tourism is similar to team sport fandom because the hedonic motives are similar. One
clear example of this is the motive of diversion. This motive is seen in a study done by Smith (2007),
where it is found that fans are drawn toward collision sports like the NFL in an effort to escape their
routinely regulated lives into a “world of passion” (Smith, 2007, p. 159). Fink described sport watching as
the ultimate escape (Fink, Trail, & Anderson, 2002).
Eustress is also a key motive in sport tourism. Fairley (2003) examined the motives of a group of
fans that took a five day bus trip to watch their favorite team play. He found that nostalgia was a key
element in their motivation (Fairley, 2003). Nostalgia is, “A preference (general liking, positive attitude
or favorable affect) towards objects (people, places, experiences or things) from when one was younger
or from time which one has learned vicariously, perhaps through socialization or the media” (Holbrook
& Schindler, 1991, p. 330). Fairley (2003) suggests that this is important for sport managers because his
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research indicates that nostalgic appeals can lead to repeat purchases (Fairley, 2003). Repeat purchases
lead to higher CLVs which, and repeat purchases are not bad for a business.
Spectators of professional individual sports
Research has been done on the motives of fans MMA. This research has found that sport
interest and drama scored highest, while vicarious achievement scored sixth (Seungmo, Greenwell,
Andrew, Lee, & Mahony, 2008). This means that fans of the individual MMA sport are motivated by
aesthetics (sport interest) and entertainment (drama). Wann also found that golf and figure skating had
high scores for aesthetics (Seungmo, Greenwell, Andrew, Lee, & Mahony, 2008). Wann also found that
wrestling scored highest for escape (Seungmo, Greenwell, Andrew, Lee, & Mahony,2008). The MMA
fans are also not nearly as motivated by self-esteem (vicarious achievement) as fans of team sports
(Seungmo, Andrew, & Greenwell, 2009). In 2009, Seungmo compared his study of American MMA fans
to South Korean fans. He found that while American fans were most impacted by sport interest and
drama, South Korean fans were most impacted by drama and vicarious achievement, sport interest
scored fourth (Seungmo, Andrew, & Greenwell, 2009).
Methods
This post-positivist study uses quantitative data. A two part survey was constructed in order to
measure these motives. The first part of this survey has three items and measures demographic
information (age, race, gender). The second part is a 20-item Likert scale measuring fan motivation. A
dependent t-test was run to compare the means of the results for each variable. The SFMS, first
introduced by Wann, was modified and used for this study (Wann, 1995). The 1995 study introduced the
SFMS and this was created based on past theories. The eight motivations of fans described by Wann are
escape, eustress, self-esteem, group affiliation, family ties, entertainment, aesthetics, and economics.
The economic factor was left out of this study because of research done in 2008 that indicated that
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there is no change for that factor between team and individual sport (Wann, Grieve, Zapalac, & Pease,
2008). Participants from this study were selected using Key Informant sampling. A representative from
the PBA posted the survey link to their Facebook page and fans of that page voluntarily completed this
survey. This is being used because there is not a large chance that fans of the PBA Facebook page would
be unaware of the PBA.
Results
Upon completion of the survey respondents were used in the data depending on whether or not
their survey was completed or not. 137 surveys were used in the completion of this study. When the
means of each motivation were analyzed they ranked as follows: entertainment, eustress, aesthetics,
self-esteem, group affiliation, family ties, and escape. The first three are the same motives Wann found
in 2008. The correlation test between these three motivations shows us that entertainment and
eustress have a moderate correlation and statistically are significantly different. Eustress and aesthetics
have a strong correlation while entertainment and aesthetics have no correlation. Table 1 shows this
correlation.
The comparison of means shows us that only two of the pairings are not statistically significant.
These two parings are interesting because it is between self-esteem and group affiliation and then
family ties and escape. These four motives were the four not included in the highest ranking motives
between Wann’s 2008 data and this data. They ranked 4th and 5th and then 6th and 7th. Table 2 shows
this significance.
Other data collected was demographic information. The average age of these participants was
38.8 years, 92% are white, and 87% identify as male.
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Table 1
Moti
vational

Co
rrelation

Sig
nificance

Comparison
En v.
Eu

.30
5

En v.
Ae

0
.16

5
Eu v.

Ae

.00

.05
5

.49
6

.00
0

Table 2
Motivational
Comparison

Sig
nificance

f

(2tailed)
.00

En v. Eu
En v. Ae
Eu v. Ae

0

.2
.00

35
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Ft v. En

0

35

.353

35

.00

Ft v. Eu
Ft v. Ae

.579

0
.00

Ft v. Ga
0

16.031 35

Ft v. Se
.00
Ft v. Es

0

Ga v. En
Ga v. Eu

.00
0

Ga v. Es

0

0

7.51

35

160

35

.87
3

Se v. Ae
Se v. Es

4.716 35
.00

Se v. En
Se v. Eu

11.256 35
.00

Ga v. Ae
Ga v. Se

13.641 35

.00
0

14.569 35
.00

Es v. En
0

10.588 35

Es v. Eu
.00
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Es v. Ae

0

6.972 35
.01

5

2.470 35
.00

0

.267

35

.00
0

11.739 35
.00

0

10.705 35
.00

0

5.244 35
.00

0

.393

35

.00
0

15.292 35
.00

0

13.091 35
.00

0

10.218 35
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Discussion
Based on the data, there is a relationship between what motivates fans of the PBA to consume
bowling and what motivates fans of individual sports, this maybe an important thing to consider for the
PBA since they introduced team competition again this past season. I am not sure if these fans feel this
way because they are so accustomed to viewing individuals and that these perceptions will not change
through experiencing the new team competition.
Some limitations of this study are that I only gathered surveys through one medium. Future
studies may examine ways to obtain a wider range of participants. A delimiter to this study was that I
only used seven of the eight motives Wann introduced in 1995. The economic factor is the factor that
will be left out of this study because of research done in 2008 that indicated that there is no significant
difference for that factor between team and individual sport (Wann, Grieve, Zapalac, & Pease, 2008).
Other future recommendations may be to examine different motivational factors. Other
researchers have identified other motives while there is still no universal scale to be used. Other
motives that have been introduced are team identification (Lock, Taylor, & Darcy, 2011), sport interest
and drama (Seungmo, Greenwell, Andrew, Lee, & Mahony, 2008). The reason for this is because
according to this research’s data the Eustress motive is correlated with other motives meaning that it
may be a causality of other motives. Wann’s SFMS is eighteen years old and has been very effective and
have led to a lot more research but since it is eighteen years old there may be room for improvement.

PBA FORMAT CHANGE

Reference List
Bowlers Journal. (2012). Format Set for New PBA League. Retrieved from
http://www.bowlersjournal.com/?p=7293
Bowlers Journal. (2012). Industry demographics. Retrieved from
http://www.bowlersjournal.com/?page_id=1081.
Bowlers Journal. (2011). Southern Star. Retrieved from www.bowlersjournal.com/?p=4968
Dwyer, B. (2011). The impact of fantasy football involvement on intentions to watch national football
league games on television. International Journal Of Sport Communication, 4(3), 375-396.
Entertainment and Sports Programming Network. (2012). ESPN: The worldwide leader in sports.
Retrieved from http://espn.go.com/
Fairley, S. S. (2003). In search of relived social experience: Group-based nostalgia sport tourism. Journal
Of Sport Management, 17(3), 284-304.
Fink, J. S., Trail, G. T., & Anderson, D. F. (2002). An examination of team identification: Which motives
are most salient to the existence? International Sports Journal, 6(2), 195-207.
Funk, D.C., & James, J.D. (2004).The fan attitude network (FAN) model: Exploring attitude formation and
change among sport consumers. Sport Management Review, 7(1), 1-26.
Holbrook, M.B., & Schindler, R.M. (1991). Echoes of the dear departed past: Some work in the progress
on nostalgia. Advances in Consumer Research, 18(1), 330-333.
Humphries, C. E., & Smith, A. T. (2006). Sport fandom as an occupation: understanding the sport
consumer through the lens of occupational science. International Journal Of Sport Management

PBA FORMAT CHANGE
& Marketing, 1(4), 331-348.
Jacobson, B. (2003) The social psychology of the creation of a sports fan identity: A theoretical review of
the literature. The Online Journal of Sport Psychology, 5(2), 56- 68.
James, J. D., Fujimoto, J., Ross, S. D., & Matsuoka, H. (2009). Motives of United States and Japanese
professional baseball consumers and level of team identification. International Journal Of Sport
Management & Marketing, 6(4), 351-366.
Kim, W., Goldsmith, A., & Drane, D. (2011). Marketing Challenges and Strategies for the
Professional Bowling Association (PBA) tour: An examination of the relationship between
Sociodemographics and fan motivation. North American Society for Sport Management
Conference. 249. Abstract retrieved from http://www.nassm.com/files/conf_abstracts/2011212.pdf
Kurtzman, J. (2005). Economic impact: Sport tourism and the city. Journal of Sport & Tourism, 10(1), 4771.
Kwon, H. H., Trail, G. T., & Donghun, L. (2008). The effects of vicarious achievement and team
identification on BIRGing and CORFing. Sport Marketing Quarterly, 17(4), 209-217.
Lock, D., Taylor, T., & Darcy, S. (2011). In the absence of achievement: The formation of new team
identification. European Sport Management Quarterly, 11(2), 171-192.
Professional Bowlers Association. (2012). PBA spare shots: PBA slayers head to round 1 Japan Cup for
final event of calendar year. Retrieved from http://news.pba.com/category/Headline.aspx
Professional Bowlers Association. (2012). PBA history. Retrieved from
http://www.pba.com/Resources/PbaHistory/
Sens, J. (2012). Feeling lucky? Golf Magazine, 54(7), 86.
Seungmo, K., Andrew, D. S., & Greenwell, T. (2009). An analysis of spectator motives and media

PBA FORMAT CHANGE
consumption behaviour in an individual combat sport: Cross-national differences between
American and South Korean Mixed Martial Arts fans. International Journal Of Sports Marketing
& Sponsorship, 10(2), 157-170.
Seungmo, K., Greenwell, T., Andrew, D. S., Lee, J., & Mahony, D. F. (2008). An analysis of spectator
motives in an individual combat sport: A study of mixed martial arts fans. Sport Marketing
Quarterly, 17(2), 109-119.
Smith, A. T., & Stewart, B. (2007). The travelling fan: Understanding the mechanisms of sport fan
consumption in a sport tourism setting. Journal Of Sport & Tourism, 12(3/4), 155-181.
Sports Business Daily. (2011). Pro football continues popularity among U.S. sports fans. Retrieved from
http://www.sportsbusinessdaily.com/Daily/Issues/2011/01/Jan-25/Ratings-andResearch/Harris-Poll.aspx
Sports Illustrated. (1988). Frank Deford goes bowling. Retrieved from
http://sportsillustrated.cnn.com/vault/article/magazine/MAG1066972/8/index.htm
Sports Illustrated. (2001) Cool alley cats. Retrieved from
http://sportsillustrated.cnn.com/vault/article/magazine/MAG1024376/index.htm
Tobar, D. A. (2006). Affect and purchase intentions of Super Bowl XL television spectators: Examining
the influence of sport fandom, age, and gender. Sport Marketing Quarterly, 15(4), 243-252.
US Census. (2007). Participation in selected sports activities: 2007. Retrieved from
http://www.census.gov/compendia/statab/2010/tables/10s1212.pdf
Wann, D., Bayens, C., & Driver, A. (2004). Likelihood of attending a sporting event as a function of
ticket scarcity and team identification. Sport Marketing Quarterly, 13(4), 209-215.
Wann, D. L. (1995). Preliminary validation of the sport fan motivation scale. Journal Of Sport & Social
Issues, 19(4), 377-396.

PBA FORMAT CHANGE
Wann, D. L., Grieve, F. G., Zapalac, R. K., & Pease, D. G. (2008). Motivational profiles of sport fans of
different sports. Sport Marketing Quarterly, 17(1), 6-19.
Ware, A., & Kowalski, G. S. (2012). Sex identification and the love of sports: BIRGing and CORFing
among sports fans. Journal Of Sport Behavior, 35(2), 223-237.
Wen, C., Chen, C., & Qianpin, L. (2012). Customer lifetime value: A review. Social Behavior &
Personality: An International Journal, 40(7), 1057-1064.

